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You've Just Graduated With A Degree 
in Communications, Now What? 


By Keith Mueller 
President, JOBPHONE 


Congratulations! You’ve just completed 
sixteen years of school, four years at the 
college radio and TV station, a terrific 
internship where you learned a lot, plus 
you've got a great voice. Look out NBC, 
another one of the 44,000 1991 commu- 
nication graduates is looking for a job. 


Yes. 44,000 graduating communications 
students. Can the industry absorb that 
many new recruits. 


Nope! - 


For the same reasons you decided to 
major in communications, so did 44,000 
others last year and the year before that, 
and before that. The industry can not 
absorb that many entry level positions. 
For one reason, there aren’t that many 
total jobs in the industry to begin with. 


For example: the three major networks 
employ about 2,000 people each, that’s 
6,000 people total. There are only 1,100 
commercial TV stations, average em- 
ployment about 30 each, that’s 33,000 
and about 9,350 radio stations with an 
average of 15 employees each, that’s 
140,250. Add another 20,000 people in 
cable networks, freelance and in ancil- 
lary areas, the total number of people 
employed in commercial broadcasting is 
about 200,000. 


Our communications schools graduate 
enough students to replace the entire in- 
dustry every five years. Obviously, that 
doesn’t happen. 


VIDEOTAPE OPERATIONS 


So now what? 


Well, let’s look on the bright side. First 
of all, it always has been and always will 
be a tough job market. Let’s face it, it’s 
a fun, creative, powerful industry that 
once the bug bites, every other job option 
just doesn’t look as appealing. A lot of 
people want to be in the industry and 
that’s a fact. If you wanted to make 
money and have security you would have 
been an actuary. 


Second and more inspiring, there are 
(contrary to some popular beliefs) many 
job openings available, but in certain 
areas and locations in the business. The 
industry is in dire need of two job types. 
One is maintenance engineers. If you 
can fix equipment, you can write your 
own ticket in any market. Second is 
Account Executives. Just out of school, 
you’d have a tough time breaking into 
the top 10 markets, either radio or TV, 
but after that, if you can sell, stations, and 
I mean all of them, want to hear from 
you. In addition, sales is the only way to 
top management (GM, President). If you 
want your career to expand past cutting 
spots, think sales. 


Now, if you’re like most communica- 
tions graduates, you are not interested in 
maintenance or sales (hence the number 


of openings) and are interested in pro- 


duction or on-air work. Welcome to the 
tough job market. However, it’s not as 


The right course to get a foot in the door. 


COMPUTERIZED VIDEOTAPE EDITING 
Learn how to operate state of the art videotape editing systems. 


ENG CAMERA OPERATIONS 


Learn to shoot on the street and become a camera person. 


ADO or KALEIDOSCOPE 
Learn hands-on the magical world of digital effects. 


NEWS EDITING 


Learn to edit in the fast paced world of TV broadcast news. 


QUANTEL PAINT BOX 


Take your artistic background and put it to work in television. 


GRASS VALLEY 200 &300 SWITCHERS 
Become a technical director and train on broadcast switchers. 
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tough as it seems if you are willing to 
sacrifice: 
a) location and b) salary. 


The New York and Los Angeles area are 
tough job markets and the other top 10 
markets don’t have as much work in 
them so they’re even worse. 


If you are willing to move to small mar- 
kets, there are jobs ... one’s you’ll actu- 
ally enjoy doing (as opposed to being a 
secretary at the networks). However, the 
salaries won’t be great and winter in 
North Dakota can be tough, but remem- 
ber, it’s not forever. You’re trying to 
gain experience and the better jobs in 
better locations will only come after you 
pay your dues. Remember, the people 
who will be hiring you out of your first 
job paid their dues and expect you to do 
the same. 


If you want to work in broadcasting, it 
can and will happen if: 


a) You make it your number one prior- 


ity and sacrifice all other social commit- 
ments (I know this sounds crazy but, if 
you are not willing to sacrifice, there is 
someone out there who will and they will 
get the job). 

b) Try to work into areas that need per- 
sonnel. If you can fix or sell, you’ve got 
ajob for life. If you want to work in front 
of the camera or produce creative mate- 
rial, you’re only as good as long as some- 
one else likes your face or your reel. 


Finally, Don’t give up! Too many gradu- 
ates spent four years preparing for their 
broadcasting careers and after three to 
six months of rejection or hating their 
first job, pack it in and sell copy ma- 
chines. Don’tdo it! Itis a great business 
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Those Amazing Job Applications 


By Ron Alridge 


Editor and Publisher, Electronic Media Magazine 


We have a staff vacancy at ELECTRONIC 
MEDIA, so I’ve recently been spending a fair 
amount of time pouring over resumes that have 
been sent to me as a result of “help wanted” ads 
that we’ve placed. It is a process that never 
ceases to produce some amazing results. 


I’m amazed, for example, by the guy who 
ignored a “no phone calls, please” message in 
our ad and called nevertheless, saying 
something like this: “I’m sorry to call when you 
asked for no calls, but I’m much too busy to 
waste my time mailing resumes to employers 
who aren’t going to pay me enough money. So 
how much would this job pay?” 


I promise not to waste any more of that 
applicant’s time if he won’t waste any more of 
mine. 


Then there was another would-be employee who 

took advantage of my easy access telephone 
policy (I’ve written about that before, you may 
recall) and insisted that I be pulled out of a staff 
meeting to take her call. I halted the meeting, 
picked up the phone and answered her 
questions. The questions could have waited. 
She should have, too. 


Some coverletters contained misspellings of my 
name. It happens a lot, so my ego is used to it, 
but it did leave me wondering how careful and 
detail-minded those applicants might be. 


Likewise, I wasn’t impressed by resumes that 
appeared to have been published (in great 
number, no doubt) by Dr. Slick’s House of 
Gloss. I mean, if an applicant can’t prepare his 
Own resume, what can he do? And what’s he 
trying to hide under all those coats of shellac? 


One of our recent applicants listed membership 
on a college cheerleading squad as a 
qualification worthy of note. (“Give me an E, 
give me an M”? I don’t think so.) Another 
applied for a job other than the one we were 
_ trying to fill. Still another presumptuously 
pjaformed me that she would be SS soon to 


arrange for an interview. 


The handwritten envelopes left me cold; I guess 
I figure anyone who really wants a job on a 
newspaper should somehow find a typewriter or 
a PC or some other tool of the trade. 


Other candidates for quick rejection were those 
whose resumes failed to include important 
information, such as educational background. 
An oversight? A shortcoming? An effort to 
deceive? I don’t know, but any would be 
negative. 


It is true that the applicant who began her letter 
by emphatically proclaiming that my search for 
the right person was over clearly caught my eye. 
But it is also true that I will read all the letters 
from all the applicants who respond to our ad, so 
her letter would have served her better had it 
engaged my mind, which it did not. 


Fortunately, we also heard from a number of 
people who didn’t manage to shoot themselves 
inthe foot. I fully expect to find the right person. 
But I’ll be careful. 


People are the key to any organization, 
including our own. Hiring good people is one of 
our management’s most important duties. 
Likewise, few mistakes are more damaging and 
painful than hiring the wrong person. 


Therefore, employers who can be picky are 
picky. They screen carefully. They look for 
people who are skilled, honest, hard-working 
and dependable. The best (and picky employers 
can and do demand the best) will have a good 
eye for detail, anticipate well, communicate 
clearly and get along well with others. 


In the applicant-screening process, anything 
that suggests shortcomings in any of these areas 
is likely to trigger rejection. It’s a reminder that 


_seems especially timely now, as the ranks of job- 


seekers are swollen by throngs of new graduates 
and the resume blizzard is especially intense. 


REEL 
BARGAINS, 
REAL 


_ EASILY. 


Put your demo and audition reels on Carpel 
evaluated video tapes and save really big 
money. Ask about our dubbing services, too. 
It's easy! Call our toll-free number anytime. 


(800) 238-4300 
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SCOOPS...DEADLINES...BREAKING STORIES... 
A CAREER IN TELEVISION NEWS 


By Diana Weynand, President, Weynand Training International 


‘What do “Monday Night Football,” “Good 
Morning America,” “60 Minutes,” “Enter- 
tainment Tonight,” “The Evening News,” 
and virtually dozens of other network, cable, 
and local television programs have in com- 
mon? They all use the skills of men and 
women trained to be camera operators and 
editors. 


Being anews cameraperson or editor is one of 
the more exciting jobs in television. You 
could be transmitting live pictures of the 
Superbowl, or taping an on-the-spot news 
story, or éditing the raw footage together to 
give the program its rhythm and life. You 
could work hand-in-hand with program pro- 


._ ducers, news gorrespondents, and news an- 


chors around the world. 


Just recently, television programmers across 
the country have discovered the mass appeal 
and low cost of “reality” shows, programs 
such as “Hard Copy,” “Cops,” “A Current 
Affair,” etc., as well as daily talk shows, or 
shows devoted to cooking, home repair, oil 
painting, even jewelry making. All of these 
programs and dozens more like them all 
across America must be staffed by qualified 
camera operators and editors. 


It’s hard to make the transition from school to 
the real world. A key to our training courses, 
which can be a perfect extension of the edu- 
cation you’ve just received, is that our courses 


emphasize and recreate the actual work envi- 


ronment. 


WII, the professional videotape industry’s 
leader in technical training for the past dec- 
ade, has developed two new courses for people 
interested specifically in pursuing careers as 
ENG camera operators or news editors. 
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Previous training is not necessary to take the 
courses. Each course starts with the basics 
and builds from there. Both our camera 
course and our editing course are designed to 
give each student up to the minute skills. 


WTI’s ENG Camera operations course trains 
participants to operate and set up the ENG 
Beta camera package. The course offers 
hands-on experience in the operation of the 
camera and peripheral equipment used in the 
typical Betapackage. Areas covered include 
shot composition, lighting for day and night 
shoots, ensuring good audio quality, shooting 
reporter stand-ups and interviews, covering 
action stories, working with reporters and 
producers, and working competitively in the 
field. Participants are out in the field shoot- 
ing news stories. They are working in the 
streets and bringing back all the components 
necessary for a story to be edited and put 
together. 


The News Editing course prepares students to 
edit news and magazine material. The course 
teaches students to operate equipment, cut a 
voice over and sound bites, and prepare an 
entire news package, including narration and 
music. The aesthetic of editing is also cov- 
ered in the course as they relate to principles, 
techniques, and standard news practices. Be- 
cause the course is taught by working news 
editors, the actual atmosphere is recreated. 


Each student will cut material shot by partici- 
pants in WTI’s ENG Camera Operations 
course as well as receive a copy of WTI’s 
“News Editing Workbook,” acomprehensive 
overview of the practice and principles of 
news editing. 


As with all of WTI’s courses, students will 
receive career counseling and placement ideas. 
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Jobs Available in 
TV ¢ Radio ¢ Advertising ¢ Cable 
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THE NATIONAL JOB LISTING SERVICE 
FOR THE COMMUNICATIONS INDUSTRY 


1- 900-/26-JOBS (5627) 


Press: [1]. Radio jobs, updated daily 
[2] Television jobs, updated daily 
[3] Hear “talking resumés” 


[4] To record “talking resumés” and employers to 
record job openings 


[5] Weekly memo to improve your job search technique 


$1.29 per minute 


ATTENTION EMPLOYERS: 


TRYING TO FIND QUALIFIED PERSONNEL FOR YOUR COMPANY? 
JOIN THE HUNDREDS OF TOP COMPANIES THAT USE 
JOBPHONE’S FREE JOB LISTING SERVICE 


TO LIST A JOB: 212-570-7440 (24 HOURS/7 DAYS) 
THERE IS NEVER A FEE TO LIST A JOB OPENING. 
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Everything You Need to Know About Finding a Job in 
Broadcasting, But Were Afraid to Ask 


By Andy Carpel, President, Carpel Video 


Finding a job in television or radio can be 
difficult or easy, it depends on what you 
want to do. If you want to sell radio or 
television time, and stations are willing 
to train you, invest money in you and 
support you, if you work persistently. 
It’s fairly easy to get one of these jobs. If 
you’re interested in becoming an engi- 
neer, then it is necessary to get the proper 
training, either in high school, college, or 
vocational schools specializing in elec- 
tronics. These jobs, depending on whether 
they are unionized or not, can pay pretty 
well. Their hours, unfortunately, are 
usually not very good. Job security, 
though, is high, so it’s something to 
consider. Many frustrated creative types, 
people who want to be writers directors, 
producers, or even talent, wind up as 
engineers, and have satisfying and happy 
lives. 


If you feel you’re right for the creative 
end of it, think about it. Try io look at 
yourself honestly. Solicit the opinions of 
others. Do you have talent? Do you look 
right? Do you sound right for radio? 
People generally will tell you things that 
will flatter you, but you want to try to get 
some real honest criticism. Don’t be 
crushed if some of the feedback is nega- 
tive. If you believe in yourself, then you 
can make adjustments to your delivery, 
and appearance, and still pursue the kind 
of career you want. 


The most important thing is to be persis- 
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tent in your search for a job. It’s the only 


way to really get your chance. Finding a 
position in Broadcasting is like doing the 
Cha-Cha. It’sa multi step process. In the 
Cha-Cha, it’s 1-2-Cha-Cha-Cha, in find- 
ing a job, you call on the phone, send a 
letter and a resume, and then make a 
follow-up phone call. Learn to accept 
impersonal rejection. If there are 300 
people applying for one job, 299 of those 
people are going to have to be told “NO”. 
The ones who keep continuing to apply, 
making themselves available for inter- 
views, sending out resume tapes, are the 
ones who are going to get a job. 


It’s best to find a job through a personal 
contact that you may have. If you havea 
relative who owns or works at a broad- 
casting system, use that contact. You 
may think it’s wrong to give yourself an 
unfair advantage, but you’re going to 
need every advantage you can get to find 
a job. Many students have parents or 
relatives who are big advertisers, through 
their businesses. That will get you an 
interview. The executive interviewing 
you will pay closer attention to you, if 
they know there is some financial incen- 
tive. It may not fit in with your moral 
structure, to get a job through contacts, 
but rest easy. If you cannot perform your 
job they will fire you! You have to make 
iton your own, and many people get their 
opportunities through luck and fate, not 
necessarily their talent. It’s impossible 
for a job interviewer to determine your 


TURN TO ANY PAGE 


of a Weynand Training publication and you will find career 
moving information that you can't afford to be without! 


COMPUTERIZED VIDEOTAPE EDITING - page 211 


"...EDLs are referred to at times as being clean or dirty. 
You want your EDL to be clean before you go to conform 
or assemble your master material in the on-line process...” 


VIDEOTAPE OPERATIONS - page 117 


"...Once the black and white levels are set, look for the control 
that is labeled Chroma Level or Master Equalization. Adjust it 
so that the yellow chip or bar has its top edge at 100 units..." 


POST PRODUCTION PROCESS - page 70 


"...Once an image has been run through a DVE, it can then be 
moved in one of three directions. These directions are 
referred to as axes of movement...” 


NEWS EDITING WORKBOOK - page 68 


"...You should erase the video past the pad of the reporter 


standing just in case the tail end of the shot appears on the 
screen. Anything left on the tape could end up airing on the 


evening news broadcast..." 


For free book and course brochure, 
call, fax, or write. 


WEYNAND TRAINING 


22048 Sherman Way, Suite 212 
Canoga Park, CA 91303 
818-992-4481 

FAX 818-992-8641 
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talent, your creativity, your ability, in a 
one hour interview, or from a 20 minute 
resume tape. The true test is once you get 
the job, whether you can handle it. So get 
a job anyway you can. Keep a job with 
ability. 


The first step before going out and hunt- 
ing your job down would be to get your 
resume together. If necessary, get a 
friend to help you so you can sit and 
analyze the different things that you’ve 
done. List every related job, no matter 
how seemingly unimportant or insignifi- 
cant. Even if they are in the field of 
engineering or audio-visuals, anything 
that’might be related to a broadcasting 
career. Hobbies are another area to 
emphasize. If you have a big record 
collection, if you’re interested in mov- 
ies, if you’re an avid current events fol- 
lower, mention it in your resume. 


The resume is basically a ticket to get 
you in the door. Job experience is impor- 
tant, but for entry level, it’s just one of 
the may hoops that you have to jump 
through to get that firstinterview. I don’t 
believe the personnel offices at televi- 
sion or radio stations scrutinize resumes 
too closely. They know that for an entry 
level job that person is not loaded with 
experience, but the resume should show 
your common sense. It should not be 
page after page of unrelated activities. 
The resume should be very neat and 
clean with plenty of border space. It 
should be high quality paper, neatly typed 
copies taken to a printer, not copied. It 
should show you can play by the rules. 
Your resume should look professional. 


In most cases for many creative jobs, you 
will need an audition reel. A tape, either 
video or audio, displaying your talent 
and achievements. Even if your experi- 
ence is simply in a College station, send 
the best example of your work. This is 
the only way that an executive is going to 
be able to tell what you look like, or 
sound like in a program situation. It is 


Introducing ... 


wise to keep a copy of everything you 
have ever done and at the proper time to 
connect those bits together in a brief 
pleasing manor to make an audition reel. 


If you’re looking for a television job, a 3/ 
4" is what most TV stations are looking 
for. If you’re looking for radio, an audio- 
Cassette or reel to reel. Most entry level 
applicants don’t have audition reels. If 
you have one, you'll be one leg up on 
most of the other applicants. 


The tapes can be anywhere from 5 to 20 
minutes long, although the shorter, the 
better. It has been my experience that 
Broadcasting Executives will not look at 
a tape longer than 5 minutes. Your best 
stuff should be at the beginning. Each 
piece should be brief, to show as many — 
different exposures as possible. If you” 
only have one good piece, use it all. If 
you're the anchor person at your college 
Broadcasting station, then make the most 
of it. Use different stories, show yourself 
under different circumstances. Title and 
graphics are not necessary. It should 
move quickly. It should be choppy, with 
a bit here and a piece there. Executives 
are going to make a snap decision about 
you and should see you in as many differ- 
ent situations as possible. 


After you’ve sent your resume and tape, 
make a Call about a week after you think 
they’ve received it. Make sure they’ve 
looked at it. Then ask them about the 
open job. If you send out an audition reel 
and you want it back, it’s worth making 
at least one phone call to try and get it 
back. The trouble is, you don’t want to 
risk offending aprospectiveemployerby - 
demanding your video tape back. Know 
when to quit. Most prospective employ- 
ers will return your audition reel as a- 


matter of course, but if you sent it to a 


company that cannot find it or will not 
return it, do not get nasty. They may be 
the ones seriously considering you for a 
job. Go figure! 


JOB SEARCH 


The new quarterly publication from JOBPHONE 


Each issue features articles from industry personnel on the 


job market. 
ups and hiring availabilities. 


Tips to help in your job search, rumors on start- 
If you’re looking for a job in this 


highly competitive field, whether an entry level or experi- 
enced job seeker, you need JOB SEARCH. 


JOB SEARCH 


is the only publication devoted entirely to 


looking for employment in the communications industry. 


SPECIAL OFFER TO JOB GUIDE READERS 


1 year, regularly $24.95 Now only $19.95 (save $5.00) 


Name 
Address 
City 


Make check payable to: 


Zip 


States 5: 


JOBPHONE 


PO Box 5048 
Newport Beach, CA 92662 


By Shiney Craig 


Allright. So you have that college degree 
in film, television, communications, jour- 
nalism, or media arts. You have your 
graduation certificate and you’ ve finally 
____ finished the education your parents have 

worried over and you have struggled 
through. Now comes the hard part... 
__ finding a job. And then the next hard 
part... moving up. 


You have dreams of becoming an editor, 
a director, a somebody in the field of 
television production. So how do you 
start? Well, oftentimes you’ll end up 
with a job that you didn’t even know 
___ existed. Even more often, you’ ll end up 
___ with an entry level job that hardly seems 
worth all those years of burning the 
midnight oil to get your degree. But 
don’t lose hope because starting out on 
the lowest level of the ladder is often the 
__ Opportunity that, combined with your 
__ Owninterests and enthusiasm, can lead to 
__ the next rung quite quickly. 


So, let’s say you want to become an 
editor. First, it’s a good idea to decide if 
you want to be a film editor or tape 
editor. For career decision making, it’s 
important to focus yourself on one or the 
other. The difference between being a 
film editor or tape editor is really the 
distinction of what kind of programming 

_ do you want to work on. Film generally 
means motion pictures, television mov- 
ies, mini-series, and documentaries. Tape 
og: 8: generally everything else from news 


ATTENTION 


PROFESSORS 


a Now you can distribute 

i> Electronic Media to your 

a . students every-week to 
keep them fully abreast of 
current trends and new 
developments in the 
“communications industry for 


‘ only $1 a week per student (regular 
3. rate $2). And your copy is FREE. 

* All you have to do is order at least 
four copies for a minimum of 10 weeks 
for just $40. Just complete and return the 


coupon below. Or... 


pt editing, si sitcoms, dramatic hour TV shows, _ 


COMMUNICATIONS 


Call Toll Free 
1-800-678-9595 


_. and ask for Dorothy Wood. ¥coe 
You'll be billed later. Payment due upon receipt of invoice. 


- MOVING UP THE LADDER OF SUCCESS 


Vice President, Weynand Training International 


magazine formats, sports, soap operas, 
music videos, and even most television 
commercials, etc. A lot of television 
programming may be shot on film, e.g. 
“Major Dad,” “thirtysomething,” “Mat- 
lock,” anda lot of other primetime series, 
but edited and completed on tape. The 
main reason for that is that tape is gaster, 
and the post production process for tape 
can be much less expensive. 


Since we’re talking television, what are 
the first steps to becoming an editor for 
one of these prime time shows? In the 
post production industry, the first entry- 
level position for many people is work- 
ing in the tape vault at a post production 
house. Although the job may not sound 
that exciting, it’s a great opportunity to 
learn the inner workings of a large post 
facility. It teaches you tape format, 
computer library systems, terminology 
of tape, and how a post facility operates 
in general. A lot of technical knowledge 
is not a pre-requisite. Although having 
some knowledge of one-inch videotape, 
such as how to make dubs, etc., is going 
to get you out of the vault quicker and 
onto the next rung of the ladder which is 
very often a videotape operator. 


The videotape operator is the person who 
assists the videotape editor by setting up 
tapes and handling other operations in 
the editing room. The tape operator at a 
broadcast station also records feeds from 
satellite transmissions, makes dubs of 


programs, edits in commercials and sta-_ 
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tion promos, etc. Training, such as that 
offered by WTI’s Videotape Operations 
Course, is a definite asset in getting a 
tape operator, dubbing or vault position. 
It gives you the required knowledge on 
how to operate ‘state of the art’ videotape 
recorders, including digital VTRs, Beta, 
and 1-inch broadcast VTRs, how to read 
and calibrate vectorscopes and waveframe 
monitors, and all the other essential skills 
to make yourself marketable to a post 
facility or broadcast station. 


The main reason to consider the position 
of tape operator seriously is that most of 
those successful on-line editors who are 
cutting the award winning shows and 
commercials all started offas tape opera- 
tors. My partner, Diana Weynand, who 
before creating Weynand Training Inter- 
national was an on-line editor at ABC in 
New York as well as the supervising 
videotape editor of the Barbara Walters 
Series of Entertainment Specials, remem- 
bers her days as a tape operator. “I was 
thrown into a tape op position without 
much training. In those days, training 
was on the job. It turned out to be one of 
the best work experiences I’ve ever had. 
I learned so much about what kept a 
network going, what was really accept- 
able by FCC, what the electronic video 
signal was all about, and what goes on in 
an edit bay, as well as what support an 
editor needed. It made me a much better 
editor in the long run. It was such an 
invaluable opportunity, and of course 
prepared me to become an on-line editor, 
which was my next step up the ladder.” 


Weynand Training Intemational also offers 
a series of courses to help tape operators 


gain other valuable equipment skills to 
further prepare them for the move into — 
the editor’s chair. Our courses on Com- 
puterized Videotape Editing, Grass 
Valley 200 & 300 Switchers, Ampex 
ADO, Grass Valley Kaleidoscope, 
Chyron Character Generator, and 
Quantel Paint Box will give someone 
an added professional edge because of 
his/her contact and hands-on experience 
with these widely used pieces of equip- 
ment. Our classes enable people to learn 
quickly while getting a strong founda- 
tion for the piece of equipment. Partici- 
pants are much more apt to be ready for 
an opportunity when it shows up. 


“Being ready, being well-trained and being 
up-to-date on ‘state of the art’ equipment 
is what it takes to move up the television 
and film ladder,” continues Diana 
Weynand. “But on the way up, it can be 
very difficult to get the kind of advice 
that will help you advance your career. 
That’s why we don’t stop at offering 
great courses to professional individuals. 
We go further to make sure every one of 
our class participants knows that he/she 
isalways welcome tocallus for advice or 
to answer any questions about how to 
proceed with his/her career.” Anyone 
can call or write WTI for a free brochure 
of our courses, books, and interactive 
software tutorials.” 


GETTING AHEAD 
IN COMMUNICATION 
REQUIRES A HEAD 
FOR ECONOMICS. 


Carpel evaluated video 
tapes, in every conceiva- 
ble format, cost about half 
the price of new tapes. So, 
you can send out twice the 
number of demos for the 
same money if you used 
new tapes. 


And the more demos 
you send out, the better 
your chances of landing 
that all-important first job. 


To order, call toll-free, 


24-hours a day, 7 days a week. 


FOR EXAMPLE 


3/4” (20 min) 


VHS’ (30 min) 
Betacam” (20 min) ... 


4.99 


ae mewces, VISA and MasterCard gladly accepted 


(800) 238-4300 
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Media Career Trends in the ’90s 


By Glenn Gutmacher 


I’mnot going to talk about how to package a resume 
tape, what to wear for an interview, or how to make 
contacts in the industry--although some of the other 
articles in this guide are excellent sources of infor- 
mation for that. Instead, 1 want to cover the topic of 
media jobs from a perspective you may not have 
heard before--by looking at industry trends. I be- 
lieve that’s the best way to figure out what the best 
job opportunities are, and where they are. 


Opportunities in Cable, New Hybrids 

So where are the job opportunities? Cable is cer- 
tainly still growing. Despite the threat of re-regula- 
tion in Congress and the possibility of telephone 
companies being allowed to offer cable TV, there 
are more cable systems and programming then ever. 
Networks such as the Sci-Fi Channel, the Cowboy 
Channel, and Golden America Network are just a 
few of the new cable programmers debuting this 
year. They all need their own staff in production, 
promotion, sales, and even on-air talent. Regional 
sports cable networks are also growing. 


Cable systems themselves are also adding more 
staff and managers in customer service, promotion 
and sales to help retain customers and to take advan- 
tage of new advertising opportunities. And they’re 
starting to produce more of their own local program- 
ming, creating new production and on-air opportu- 
nities. 


Fox has become a new major player, too. Its pro- 
gram lineup has created many new jobs at the 
network. A Fox nightly newscast scheduled to 
debut later this year will add even more. 


The greater number of players is breaking the over- 
all pie into smaller pieces. The result is a trend 
you're probably already aware of: market segmen- 
tation and niche programming. Radio is quite famil- 
iar with that concept, with some SO formats in 
existence. There are about as many cable networks, 
and they keep adding new ones. The same is true for 
radio. New formats are especially evident on the 
AM dial. Since FM has established itself as the 
home for music, AM stations must now program a 
unique non-music format. All-business radio, kids’ 
radio, and all-sports radio are joining news/talk as 
hot formats for the ’90s. Ethnic radio formats such 
as Hispanic are growing, too. These formats are 
growing on TV, too. 


“Infomercials,” those obnoxious late-night and 
weekend programs that try to sell you things like 
teeth-whiteners and fruit juicers that cure depres- 
sion and raise your IQ 30 points in the guise of a 
legitimate TV show, are also growing. Infomercials 
made about $450 million in revenues in 1989 and 
should gross about $1 billion over the next two 
years. It’s a great deal for the station or cable 
network that airs them, too, trade association for the 
infomercial industry has just been formed which 
should help increase that number. 


Certain kinds of TV programming will become 
more popular because they’re cheaper to produce. 
Reality based shows area perfect example: “Rescue 
911,” “Cops,” “Unsolved Mysteries,” and “Amer- 
ica’s Most Wanted” are very inexpensive to make. 
Though they don’t get the highest ratings,what’s 
important is they do well enough for what they cost- 
-the ratio of ratings to cost is high. 


So be ready to jump on jobs based on any of these 
cost-cutting alliances, because it’s one of the media 
trends of the future. You're also more likely to still 
have the job next year, versus the layoffs happening 
all around you. 


Wireless Cable, DBS, Home Dishes 
DBS--Direct Broadcast by Satellite--is also grow- 
ing. That’s how backyard dish owners get program- 
ming. Today’s one million home dish owners in the 


U.S. will soon jump dramatically in number. Last 
November, K Prime Partners, a consortium of 
NBC’s parent General Electric and seven cable sys- 
tem operator giants, launched “Primestar,” a DBS 
program package that provides several cable signals 
to a home dish for the same monthly fee as a normal 
cable bill. K Prime subsidizes the cost of the dish, 
removing a major financial obstacle to consumers. 
Two other DBS services are planned for the next few 
years, so we can expecta greater number of channels 
to be offered at even lower prices. 


Another form of “wireless cable” is called MMDS, 
multichannel multipoint distribution service. Sim- 
ply stated, it transports network signals by micro- 
wave. Like DBS, it is a cheaper way to distribute a 
large variety of programming than cable systems do. 
The FCC has started to give wireless cable the regu- 
latory advantages needed to make it competitive. 
Since there is a potential 22 million homes here that 
will never be reached by cable, not to mention the 
millions of others in apartment buildings and homes 
who are still holding out against cable TV, you can 
expect major growth of the wireless cable industry- 
-and jobs--in the coming decade. 


There’s also DBS for radio. Several companies offer 
up to 90 channels of audio programming including 
imported radio stations, uninterrupted music of 
every imaginable format, and specialty channels 
such as an all-Capitol Records channel previewing 
their new releases. DBS audio is sometimes called 
“cable radio” because these services are often dis- 
tributed through local cable systems to customers 
without dishes. Its future looks good. 


LPTV, Home Video Growth 
Another form of TV expected to grow dramatically 
in the 90s is low-power television, or LPTV. LPTV 
stations are popping up in places where major station 
signals aren’t received well or in suburbs where 
residents feel that their local programming needs 
aren’t being served by the big city stations. 


LPTV stations usually feature local high school and 
college sports, community event coverage, and pro- 
files of local government actions that the bigger area 
city stations tend to ignore. LPTV stations can also 
attract the advertising dollars from smaller busi- 
nesses that the bigger TV stations can’t because their 
rates are too high and they cover too large an area. 


LPTV viewership in 1990 was double the year be- 
fore, according the Arbitron ratings company. There 
are about 800 LPTV stations today, representing 
over 10,000 jobs. But those numbers are expected to 
rise to 2,000 stations and 30,000 jobs by 1995. LPT V 
stations need the same types of personnel as larger 
stations, so the hard-to-find TV production and on- 
air jobs may well be here. 


Home video is also growing. Though the movie 
studios will continue to produce a large percentage 
of the programs, there will be opportunities in the 
90s for independent TV production companies to 
produce programs targeted for home videocassette 
and videodisc, as well as jobs in marketing and sales 
at the distribution companies. 


Technology 

But don’t just think in terms of stations and jobtypes. 
There are opportunities to be had by looking at new 
technologies that relate to broadcasting and cable. 
You can’t be in the media anymore without a basic 
understanding of computers. Even the simplest 
radio stations use them now for everything from 
billing to music library cataloging. Multimedia ca- 
pabilities at home will soon allow the TV to combine 
with the computer, allowing for bill-paying, ad- 
vanced home shopping capabilities, and even find- 
ing a job. 


Interactive media will be a watchword for the ’90s. 
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RESUME PAK 


There is an old saying, in order to get a good job: “You need to be in the right place at 
the right time”. Now you can get your resume to every place at the right time. 
JOBPHONE’S RESUME PAK sends your resume to the Personnel Director of every 
FCC Licensed VHF/UHF Television Station! All 1,400 television stations will receive 
JOBPHONE’S RESUME PAK of current job seekers. You can be included for as little 
as 13.2 ¢ per station. Postage alone is 29 ¢. For only $185.00, we’ll send your resume 
to every television station in the United States. Don’t have 1400 resumes lying around, 
we’ll print them on 20 lb. paper for only $95.00 (1 page). Mailing and printing only 
$280.00 complete. RESUME PAK mails on June 14, 1991. Deadline is June 10,1991. 
RESUME PAK sends your resume everywhere you want it to be! 

Questions? Call Keith Mueller 714-721-9280 


(] Please mail enclosed resumes, enclosed is $185.00 (cuclose 1400 resumes) 
L] Please print and mail resumes, enclosed is $280 00 (ciclose 3 resumes) 
white 
Make check or money order payable to: JOBPHONE 

Send to: JOBPHONE, P.O. Box 5048, Newport Beach, CA 92662 


State Zip 


blue ivory 
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It’s still on a small scale rightnow, with leaders such 
as the Video Jukebox Network using 900 phone 
lines to take viewer requests to air music videos for 
a fee. Video Jukebox recently started a second 
service, JOBNET, which shows job openings on 
cable TV in the viewers’ geographicarea. They can 
call a900 number fora fee to get more details about 
particular jobs. But interactive media is still largely 
experimental, so the field is wide open to entrepre- 
neurs with a media and computer background like 
yourselves. 


The major buss rightnow in the broadcasting indus- 
try is digital--radio and TV. You know how radio 
stations sometimes fade when you drive through 
mountains or between tall city buildings? Or how 
the signal’s sound sometimes isn’t clear, especially 
on AM? Well, welcome to CD-quality radio. In 
fact, it’s so good that a major communications 
lawyer predicted that AM and Fm will disappear 
within the next 20 years. It’s called digital audio 
broadcasting, or DAB, and it exists, soon to be im- 
plemented. ‘ 


How about TV pictures that are sometimes grainy 
or with the double-image “ghosting” that can pop 
up? In 1993, we’ll enter the age of digital high-defi- 
nition television, or HDTV. That’s when the FCC 
will choose a standard forthe U.S. By then, new TV 
sets will be available for consumers. An increasing 
amount of TV programming is already being 
filmed in HDTV to take advantage of the change- 
over when it happens. I’ve seen HDTV: it’s truly 
like looking out a window with that kind of clarity 
and three-dimensionality, instead of watching to- 
day’s grainy, flat image. 


Digital broadcasting will bring tremendous job 
opportunities in program production, equipment 
manufacturing, special effects enhancement, and 
countless other areas still unexplored, because of 
the revolution in program quality that this new 
technology represents. 


; Foreign Media 
I know just from statistics that the vast majority of 
you will live and die in the United States without 
ever going overseas, except perhaps for a brief 
vacation. And that’s fine. As we've discussed, 


there are opportunities here if you look carefully . 


and work hard. But if you want to significantly in- 
crease your chances of succeeding in a media ca- 
reer, learn a foreign language and move to Europe. 


Even though we keep hearing in the news about the 
Japanese buying heavily into American media - 
Sony taking Columbia and Matsushita acquiring 
MCA/Universal Studios as two prime examples - 
and even though TV and film programming is 
probably the U.S. industry with the highest intema- 
tional trade surplus, the fact is that media have 
largely matured here. The real growth is in Europe 
and countries even further east that are finally 
waking up to the potentials of broadcasting as a 
revenue-producer and as a way to preserve their 
cultures against American values, as transmitted 
through films and TV, media which have greatly 
affected the way other peoples think. 


The reason that things are starting to move in 
Europe now is the formation of the European 
Common Market, set for 1992. This will represent 
the most important shift in economic power since 
World War II. In effect, the countries of Westem 
Europe are going to become like states in the U.S. 
as far as business and trade. Regulations and paper- 
work will be drastically reduced, bank expansion 
and lowered lending rates will stimulate deal mak- 
ing, and uniform technical standards for video and 
audio will be introduced. With the barriers to busi- 
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National Association of College Broadcasters 


Providing What College 
Broadcasters Want: 


_ ness removed, no field will promer more from the 
- changes than the commerci 


media industry. 


Countries are already passing ground-breaking 
laws encouraging broadcasting growth, often for 
the first time. Many countries are only now starting 
their first private national TV networks and cable 
TV systems, often funded by American investment. 


U.S. telephone companies are buying cable systems 
in Britain. Media giant Time Wamer is developing 
programming networks for cable TV in Hungary 
and is building cinemas in the Soviet Union. A Los 
Angeles company is installing HDTV multiscreen 
cinemas in China. CNN has moved into 60 coun- 
tries, including Pakistan, where even the country’s 
top military leaders watch for new they can’t get 
otherwise. HBO has created a Spanish-language 
version of the network, called “HBO OLE,” for 
Latin America that begins this spring, and TNT 
already launched its version, “TNT South,” this 
January. MTV has launched “MTV Europe.” It’s 
doing so well that they’ve just agreed to provide a 
smaller-scale version on Soviet TV - sponsored by 
major American youth market advertisers. 


It’s just as good for radio. Britain’s broadcasting bill 
has authorized the creation of hundreds of new 
station, with licenses to be auctioned off. Major U.S. 
radio programming consultants are establishing 
London offices, and plan to expand into cable music 
video channels as well. And Radio Moscow is trad- 
ing its shows for National Public Radio program- 
ming. These are just a few examples of the many 
new intemational ventures. 


So what does all this mean to you? It means a lot of 
countries that never had commercial media to speak 
of suddenly will - soon. The job opportunities are as 
varied, open and exciting as in the U.S. back in the 
early "70s when FM and cable TV were still rela- 
tively small. 5 


But you have two big advantages over the commu- 
nications students of 20 years ago: First, many more 
media technologies exist today. You can see which 
ones were marketed successfully here, determine 
what media are most likely to succeed overseas, and 
apply your skills to them. Second, other countries 
don’t have academic communications programs 
and hands-on college broadcasting to speak of, so 
there’s and acute shortage of trained people over 
there. That means now is a ripe time to move in a 
practically take your pick of jobs. Even if you don’t 
know the language, latching onto an American 
media company with interests abroad is one good 
way in. ; 


Where to Start ‘ 
So where’s the best place to learn about all these 
growing media career opportunities? Read the trade 
publications, every segment of the industry dis- 
cussed above has its own publication. Then sched- 
ule informational interviews with people mentioned 
in the articles you read who work in the businesses 
that interest you. Don’t be shy: “informational” 
interviews mean just that; you’re picking their 
brains, trying to leam: about opportunities, but 
there’s no pressure because you're not actually 
asking them for a job. However, you'll get referred 
to other companies that have positions, or - even 
better - the person you're talking to may be so 
impressed by your insightful questions and eager- 
ness to learn about the business that the informa- 
tional interview will tur into a real one, with a job 
offer by the end of it! 5 : 


Mr. Gutmacher is publications director for the Na- 
tional Association of College Broadcasters and 
editor of College Broadcaster magazine. 


* University Network 
(U*NET), the world’s only 


Walter Cronkite, Ted Turner, 
Quincy Jones and hundreds of 
other top media professionals; 


+ National Assn. of Broadcast- 
ers materials available at the 
NAB member rate; 


= 


college radio and TV satellite markct by the profession- 
programming network, airing ally-recognized ratings 
your best shows to hundreds THE FUTURE OF firm, Birch/Scarborough; 
of affiliates across the nation; BROADCASTING 

¢ Station Handbook filled 
+ Annual National and * Monthly full-color with useful materials — 
Regional Conferences with magazine and quarterly —_ about station manage-_ 
valuable seminars on every newsletter read by ment, fundraising, FCC — 
aspect of college station college TV and radio rules, record label and 
operations and media careers, stations, media depart- _—other program suppliers, 
equipment and music ments and hundreds of engineering, promotions, 
exhibitor trade shows, and professionals across the _ training programs, and 
more. Past speakers include: U.S. and abroad cover- —_ more, updated regularly; 


|C-O-L-L-E-G-E| 

BRU magazine 
ing every aspect of 
college station opera- 
tions and media careers; 


Discounted station rat- 
ings reports covering your 


¢ The only association 
targeted to the needs of 
America’s 2,000 college 
radio and TV stations, an- 
swering your questions on 
a member phone hotline. 


SHlere are over 75 great places to start your job 
‘search: 


Electronic Media 
740 N. Rush St. 
_ Chicago, IL 60611 


National Association of Broadcasters 
1771 "N" St. N.W. 
_ Washington, DC 20036 


National Academy of Television Arts 
and Sciences 
_ 1560 Broadway 

New York, NY 10036 


Radio Television News Directors _ 
Association (RTNDA) 

1717 “K” St. N.W. #615 
Washington, DC 20006 


Women in Communications 
2101 Wilson Blvd. Suite 417 
Arlington, VA 22201 


Broadcast Promotion and Marketing 
Executives (BPME) 

402 East Orange Street 

Lancaster, PA 17602 


National Cable Television Association 
(NCTA) 

- 1724 Massachusetts Avenue N.W. 
Washington, DC 20036 


National Association of Television 
Programming Executives (NATPE) 
10100 Santa Monica Blvd. #300 
Los Angeles, CA 90067 


ITVA 
PO Box 4114 
New York, NY 10017 


- Broadcast Television Networks: 


Capital Cities/ABC Inc. 
TT West 66th Street 
New York, NY 10023 


CBS, I 
51 West. 52nd Street 
_ New York, NY 10019 


) - National Broadcasting Eo. ES 
aa a ew York, NY 10112 


_ Public Broadcasting Service 
1320 Braddock Place 
Alexandria, VA 22314 


Twentieth Century Fox Corp. 
10201 W. Pico Blvd. 
Los Angeles, CA 90064 


Cable Television Networks: 


ACTS Satellite Network 
6350 West Fwy 
Fort Worth, TX 76150 


_ American Movie Classics 
150 Crossways Park Dr. W 
Woodbury, NY 11797 


Arts & Entertainment Network 
555 5th Avenue 10th FI. 
New York, NY 10017 


- Black Entertainment Television 
1232 31st St. NW 
Washington, DC 20007 


Bravo 
150 Crossways Park Dr. W 
-—s- Woodbury, NY 11797 


C-SPAN 
444 N Capi itol St. NW Suite 412 
iischington: DC 20001 


~ Cable Value Network | 
1405 N Xenium Ln. 
Plymoth, MN 55441 


CBN Cable Network 
 CBNCtrr. 
_ Virginia Beach,’VA 23463 


_ Cinemax 
1100 Avenue of the Americas 
New York, NY 10036 


_ CNBC 
2200 Fletcher Blvd. 
Fort Lee, NJ 07024 


CNN (Cable Network News) 
~ 100 International Blvd. 1 CNN Ctr. 
Atlanta, GA 30348 


Where Do | Begin? 


Country Music TV 
704 18th Ave. S 
Nashville, TN 37203 


Discovery Channel 
8201 Corporate Dr. Suite 1200° 
Landover, MD 20785 


Disney Channel 
3800 W. Alameda Ave. 
Burbank, CA 91505 


ESPN Inc. 
935 Middle St. ESPN Plaza 
Bristol, CT 06010 


Eternal Word Television Network 
5817 Old Leeds Rd. 
Birmingham, AL 35210 


Galavision 
460 W. 42nd St. 
New York, NY 10036 


Group W Satellite Communications 
250 Harbor Dr. 
Stamford, CT 06902 


Headline News 
100 International Blvd. 
Atlanta, GA 30348 


Home Box Office 
1100 Avenue of the Americas 
New York, NY 10036 


Home Shopping Network 
2501 118th Ave. N. 
Saint Petersburg, FL 33716 


_ Home Team S 


ports — 
1111 18th St. NW Suite 200 
Washington, DC 20036 


Jewish Television Network 
9021 Melrose Ave. Suite 309 
Los Angeles, CA 90069 


Learning Channel 
1525 Wilson Blvd. Suite 550 
Arlington, VA 22209 


Liberty Broadcasting Network 
2220 Langhorn Plaza 
Lynchburg, VA 24514 


Lifetime Cable Television Network 
1121 6th Ave. 
New York, NY 10036_ 


~ Madison Square Garden Network 


4 Pennsylvania Plaza - 
New York, NY 10001 


MTV Networks 
1775 Broadway 
New York, NY 10019 


Nashville Network/TNN 
2806 Opryland Dr. 
Nashville, TN 37214 


National Christian Network 
1150 W. King St. 
Cocoa, FL 32922 


Nickelodeon 
1775 Broadway 
New York, NY 10019 — 


Nostalgia Channel 
T1 W. 23rd St. Suite 502 
New York, NY 10010 


Prism 
225 E. City Line Ave. 
Bala-Cynwyd, PA 19004 


Showtime/The Movie Channel 
1633 Broadway 37th Fl. 
New York, NY 10019 


Silent Network 
636 Sunset Blvd. 
Hollywood, CA 90012 


Superstation TBS 
1050 Techwood Dr. NW 
Atlanta, GA 30318 


Tempo Television Inc. 
6918 S. Yorktown 
Tulsa, OK 74136 


Trinity Broadcasting Network 
2442 Michelle Ave. 
Tustin, CA 92680 


Univision Inc. 
767 Sth Ave., 12th Fl. 
New York, NY 10153 


USA Network 
1230 6th Ave. 
New York, NY 10020 


Video Hits One (VH-1) 
1775 Broadway 10th Fl. 
New York, NY 10019 


Weather Channel 
2600 Cumberland Pkwy 
Atlanta, GA 30339 


Post-Production Facilities: 


Kaufman Astoria Studios 
34-12 36th Street 
Astoria, NY 11106 


MII 
1443 Park Avenue 
New York, NY 10029 


Reeves Communications 
708 Third Avenue 
New York, NY 10017 


Unitel Video 
515 West 57th Street 
New York, NY 10019 


Videoworks, Inc. 
24 West 40th Street 
New York, NY 10018 


Windsor Total Video 
8 West 38th Street 
New York, NY 10018 


Worldwide Television News 
1995 Broadway 
New York, NY 10023 


Station Rep Firms: 


Group W. Television Sales 
90 Park Avenue 
New York, NY 10016 


KATZ Communications Inc. 
One Dag Hammarskjold Plaza 
New York, NY 10017 


Petry Television 
3 East 54th Street 
New York, NY 10022 


Telerep Inc. 
875 Third Avenue 
New York, NY 10022 


Radio Networks: 


ABC Radio Network 
125 West End Ave. 
New York, NY 10023 


AP Broadcast Services 
1825 "K" St. NW 

Suite 615 

Washington, DC 20006 


Columbia Broadcasting System Inc. 
51 W S2nd St. 
New York, NY 10019 


Mutual Broadcasting System, Inc. 
1755 S. Jefferson Davis Hwy. 
Arlington, VA 22202 


National Black Network 
10 Columbus Cir. 

10th Fl 

New York, NY 10019 


NBC Radio Entertainment 
1700 Broadway 3rd. FI. 
New York, NY 10019 


Satellite Music Network Inc. 
12655 N. Central Expy. 
Suite 600 

Dallas, TX 75243 


Sheridan Broadcasting Network 
411 7th Ave. Suite 1500 
Pittsburgh, PA 15219 


Transtar Radio Network 

660 Southpointe Ct. 

Suite 200 

Colorado Springs, CO 80906 


United Press International 
1400 "I" Street N.W. 
Washington, DC 20025 


United Stations Radio Network 
1440 Broadway 

Sth Fl. 

New York, NY 10018 


Westwood One Inc. 
9540 Washington Blvd. 
Culver City, CA 90232 


Entry Level Positions 
Available Nationwide 


Wmh Ta Wa fh Bret 


JUDE FIUIVE. 


THE NATIONAL JOB LISTING SERVICE 
FOR THE COMMUNICATIONS INDUSTRY 


Press: [1] Radio jobs, updated daily 


Television jobs, updated daily 


Hear “talking resumes” 


To record “talking resumés” and 
employers to record job openings 


Weekly memo to improve your job 
search technique 


1-900-726-JOBS 


$1.22 per minute 
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Graduates 


JOB GUIDE 


Information Center 


Students 


Get 8 issues of Electronic Media free. 


Gall Toll Free 
1-800-926-9926 


ask for operator 30. 


Communications Professors 


ia, delivered to you 
t Electronic Media de 
ie classroom use for $1.00 a week per 


copy (minimum 4. copies. ) 


Call Toll Free 
1-800-678-9595 


: ‘ rent 
EI@CTTOMIC crouse rere Avene 


Me (eo Detroit, MI 48207 


School's not out yet! 
not until you... 


+ Learn equipment operations from the people 
who teach the TV networks! 


¢ Learn on state of the art equipment that 
networks use! 


+ Learn the skills and techniques that will get 
your foot in the door in the video industry! 


For professional, hands-on, intensive 
video training, call the experts. 


Call, fax, or write for free brochure. 


22048 Sherman Way, Suite 212, Canoga Park, CA 91303 
818-992-4481 (FAX) 818-992-8641 


TELEVISION/RADIO JOBS 


_favaepabpalye¢s/ert be mp! 


JUDE TIVUIVE 


Small Stations to Networks 
Entry Level to President 


i-900-/26-JOBS 


(5627) 


$1.2 per minute 


ONE 
CALL, 
ALL 
THIS. 


® Evaluated video tapes. All formats, 
all about half the price of new. 

® Duplication. Hassle-free copies of 
demo reels. Fast, precise, reason- 
able. 

® New tapes. All formats, great prices. 

® Labels. Shells, boxes, etc. 


V pele, 1D SSE 30 


1 (800) 238-4300 


National Association of College Broadcasters 


Providing What College 
a Broadcasters Want: 


| 


il 
i 


\ 
| 
| 


+ Discounted station rat- 

ings reports covering your 
market by the profession-— 
ally-recognized ratings 


¢ University Network 


(U-NET), the world's only 
college radio and TV satellite \e) E33 


THE FUTURE OF firm, Birch/Scarborough; 
of affiliates across the nation; BROADCASTING 
¢ Station Handbook filled - 
¢ Annual National and ¢ Monthly full-color with useful materials 


Regional Conferences with magazine and quarterly about station manage- 
valuable seminars onevery. _ newsletter read by ment, fundraising, FCC 
aspect of college station college TV and radio tules, record label and 
operations and media careers, stations, media depart- _ other program suppliers, 
equipment and music ments and hundreds of __ engineering, promotions, 
exhibitor trade shows, and professionals across the _ training programs, and 
more. Past speakers include: U.S. and abroad cover- _—- more, updated regularly; 
Walter Cronkite, Ted Tumer, 

Quincy Jones and hundreds of 


other top media professionals; 


° The only association 
targeted to the needs of 
magazine America's 2,000 college 


+ National Assn. of Broadcast- ing every aspect of radio and TV stations, an- 
ers materials available atthe _ college station opera- swering your questions on 


NAB member rate; tions and media careers; a member phone hotline. 


